Time to revisit product placement in films and on television to promote health damaging products Johnson and colleagues have helpfully provided the UK's intelligence and security committee with questions that they can use to avoid, once more, the unpleasant business of actually holding our secret services to account for their actions. However, an examination of what he drinks is equally of interest. Bond aficionados will have noticed how, in Skyfall, he has abandoned his customary Martini for Heineken beer. They may not be aware that Heineken International paid an estimated $45m (£27.5m; €33m), including associated promotions, for him to do so.
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3 Heineken is clearly confident that it will recoup at least this amount in extra sales. No doubt it has learnt from the tobacco industry, which has long realised the value of product placement, now even more important given bans on traditional advertising. 4 Crucially, it works, with a wealth of evidence showing that exposure to smoking in films is a powerful determinant of the initiation of smoking in adolescents.
5
Perhaps it is time for the health select committee to revisit the use of product placement in films and on television to promote health damaging products.
